Abstract: Building on the contentions of theory of reasoned action, current study hypothesized and tested the direct impact of environmental beliefs on green purchase intentions. In addition, the mediating role of environmental concern between environmental beliefs and green purchase intentions is also explored. Quantitative research design with survey method was adopted to collect data from respondents. Structural Equation Modeling (SEM) technique was used to gauge the model fit and to test the hypothesized associations. The results reveal that environmental beliefs are positively related to green purchase intentions. Moreover, environmental concern mediate the relationship between environmental beliefs and green purchase intentions. Managerial implications and future research directions are corroborated at the end of the paper.
Introduction
The notion of green marketing and green consumptions came in to existence when rapid changes in the environment in the form of global warming, unavailability of clean water, changing weather conditions, degradation of land, damage to ozone layer, reduction of flora & fauna and increasing pollution are recognized and subsequently concern was expressed by the consumers (Manget, Roche, & Münnich, 2009) . Green Marketing includes marketing processes and activities of developing and selling products and services based on environmental benefits (Chen, 2010; Grewal & Levy, 2008) . The voice for the protection of natural environment is increasing day by day to overcome its negative effects on future generations (Davari & Strutton, 2014) . Thus, increasing pressure from consumers along with international regulatory bodies have made a large number of firms to revisit their business models in order to incorporate the green marketing elements (Grimmer & Woolley, 2014; Pagiaslis & Krontalis, 2014; Straughan & Roberts, 1999) .
Many business firms start offering green products by recognizing it an aggressive move to take a competitive advantage in the market place (Chen & Chang, 2013; Luo & Bhattacharya, 2006) . Several organizations spent millions of dollars on the development, selling and on promotional campaigns of green products (D'Souza, Taghian, Sullivan-Mort, & Pickett-Baker & Ozaki, 2008) . It is therefore suggested that predictive ability of environmental beliefs should be assessed along with the mediating variables (Corral-Verdugo, Bechtel, & Fraijo-Sing, 2003; Gadenne et al., 2011; Ozaki & Sevastyanova, 2011) so that accurate picture of consumer trends and patterns concerning the green markets and green purchase intentions may be tapped. Current research is an effort to respond these calls for research by exploring the mediating role of environmental concern (EC) between environmental beliefs (EB) and green purchase intentions (GPI). Prior research has reported a significant influence of environmental concern on individuals' motivation to behave in a way that can alleviate environmental problems (Joshi & Rahman, 2015; Nath, Kumar, Agrawal, Gautam, & Sharma, 2013) . Especially, the role of environmental concern is more crucial in developing countries (Lin & Syrgabayeva, 2016) because without inducing environmental concern, consumers may not be inclined to take interest in green marketing campaigns and green products (Olson, 2013; Suki, 2016) . It is therefore worthwhile to identify the existing level of environmental concern of consumers as well as the ways through which environmental concern can be raised for the success of green marketing campaigns (Suki, 2016) .
A great deal of research in the field of green marketing has been conducted in developed countries whereas, only a small portion is owned by the authors of developing nations. However, understanding the nature of consumers of developing nations is as much significant as it is considered for developed nations. There are different facets which make studies from developing nations worthy and inevitable. First, the effects of environmental degradation issued are producing more drastic results for developing nations as compare to developed countries. For example, Pakistan is ranked at number eight amongst the countries which are severely affected due to environmental changes (Khan, 2016) . Second, residents of developing nations are considered to be more environmentally concerned as compare to the residents of developed nations (Lo, 2016) . Therefore, consumers of developing countries may provide great business opportunities for green products if careful communication plans are prepared to target the different market segments. Third, most of the developing nations are emerging markets due to huge population which can provide an opportunity to business organizations to reap financial benefits by introducing certain green products and services. Fourth, the generalizability of results may not be claimed till evaluation of buying patterns of consumers of developing countries such as Pakistan where the concept of green marketing is relatively new as compare to the developed countries. Hence, the findings of research conducted in developing nations could be very helpful for marketing managers to understand the complex nature of human attitudes and attitude formation process. Subsequently, such understanding may enable them to devise effective marketing plans and communication strategies to involve the consumers in green consumption behaviors.
Literature Review Theory & Hypothesis Development
The conceptual framework for current study is developed by using the theory of Reasoned Action (Fishbein & Ajzen, 1975) which is widely used by authors in green marketing literature to study the behavioral intentions of consumers (Cronin Jr, Brady, & Hult, 2000; Paço & Lavrador, 2017; Pagiaslis & Krontalis, 2014) . According to the theory of reasoned action, consumer intention to execute a behavior is a function of attitudes and subjective norms. Prior research reveals that attitudes are more predictive of behavior intentions as compare to the subjective norms (Trafimow & Fishbein, 1994) . The scope of current study is to explore the proposed relationship among the attitudinal variables therefore subjective norms are not given due consideration. Several authors in prior studies have already used the theory of reasoned action in similar way (Bang, Ellinger, Hadjimarcou, & Traichal, 2000) . Thus, theory of reasoned action has been used for current research study as a foundation to explain the association between environmental beliefs, environmental concern and green purchase intentions. It is proposed that strong environmental beliefs may induce environmental concern which, in result, may influence the consumer green purchase intentions.
Relationship of Environmental Beliefs with Environmental Concern and Green Purchase Intentions
Environmental beliefs are conceptualized as the extent to which individuals have awareness of environmental degradation issues which enable them to realize the effects of such environmental degradation issues on human lives (Guber, 2003) . Similarly, environmental concern can be conceptualized as the extent to which individuals are willing to support the activities and efforts related to confront the environmental degradation issues (Kim & Choi, 2005) . Likewise, green purchase intentions can be conceptualized as the extent to which consumers are willing to purchase/ prefer a product having eco-friendly features (Oliver & Lee, 2010) . A number of researchers and practitioners have recognized the importance of inducing intentions of consumers towards a product or service (Namkung & Jang, 2017; Wu, Wu, Lee, & Lee, 2015) .
Environmental beliefs are considered to be a driving force which may provide a guideline to public to act in an environmental friendly way by changing their perceptions with the passage of time (McCarty & Shrum, 2001 ). The results of prior research reveals that consumers with stronger pro-environmental beliefs are more likely to engage in environmental oriented purchasing behavior (Mainieri et al., 1997; Pickett-Baker & Ozaki, 2008) . Similarly, prior research also indicates that consumers' possessing positive environmental beliefs may exhibit a consistent response towards green products or services in terms of purchase intentions thus providing an opportunity to marketing managers to easily capture such market segment by carefully formulating and executing the marketing strategies (D'Souza, Taghian, & Khosla, 2007) . The perceptions of public towards the significance of environmental problems may vary across the cultures with respect to geographic regions, level of education, awareness, intensity and economic conditions of country (Anderson, Romani, Phillips, Wentzel, & Tlabela, 2006; Barber, 2010; Do Paco & Raposo, 2009; Harris, 2006; Mina Okada & Mais, 2010) . These differences may affect differently to the residents of that particular region to express their concern towards the environmental problems and their possible solutions (Dunlap et al., 1994) . Research reveals that population in Asian countries is more concerned with environmental problems as compare to population of western nations (Cherian & Jacob, 2012) . Hence specific environmental beliefs held by consumers significantly affect their concern towards the environment. Following hypothesis are proposed based on the above discussions:
H 1 : Environmental beliefs have a positive association with green purchase intentions. H 2 : Environmental beliefs have a positive association with environmental concern.
Relationship of Environmental Concern with Green Purchase Intentions
Prior research reveals that when consumers are highly concerned about the environment, they are more likely to evaluate the effects of their purchases on the environment (Follows & Jobber, 2000; Nath et al., 2013) . Thus, such consumers may be more inclined towards the adoption of green consumption behaviors (Kilbourne & Pickett, 2008) . Generally, a positive correlation has been found between environmental concern and environmentally friendly behavior (Kalafatis, Pollard, East, & Tsogas, 1999; Laroche, Bergeron, & BarbaroForleo, 2001; Manaktola & Jauhari, 2007; Straughan & Roberts, 1999) . Likewise Bang et al. (2000) confirm in their study that consumers, who are more concerned about the environmental issues, express more willingness to pay higher prices for renewable energy than those who are less concerned. Kim and Choi (2005) point out that it is much more probable that people who are highly concerned about environmental issues will purchase environmentally friendly products than those who are less concerned. Hence following hypothesis is proposed based on the above discussions: H 3 : Environmental concern has a positive association with green purchase intentions.
Mediating Role of Environmental Concern between Environmental Beliefs and Green Purchase Intentions:
A stream of existing research is continuously trying to investigate the potential factors which can explain a significant and positive change in consumers green purchase intentions. Many authors have developed theoretical models by introducing different variables which may influence the consumers, directly or indirectly, while making a decision to purchase a green product or service (Cowan & Kinley, 2014; Griskevicius, Tybur, & Van den Bergh, 2010; Ha & Janda, 2012; Kang, Liu, & Kim, 2013; Pagiaslis & Krontalis, 2014) . Past studies reveal that environmental beliefs may not be a strong predictor of green purchase intentions (Pickett-Baker & Ozaki, 2008) . There are other research studies in which authors have pointed out the environmental beliefs as an indirect predictor of specific proecological behaviors and suggested that predictive ability of environmental beliefs should be assessed along with the mediating variables (Corral-Verdugo et al., 2003; Gadenne et al., 2011) so that accurate picture of consumer trends and patterns concerning the green markets and green purchase intentions may be tapped. Therefore, it is proposed that environmental concern mediate the relationship between environmental beliefs and green purchase intentions. Logically, if environmental beliefs of consumers are not strong they may not be able to demonstrate their concern for environment (Kim & Choi, 2005; PickettBaker & Ozaki, 2008; Suki, 2016) and consequently, such consumers may not prefer the green products nor they will give attention to increasing intensity of environmental hazards. Raising environmental concern is increasingly becoming important for the success of business firms in emerging markets (Wray-Lake, Flanagan, & Osgood, 2010) . Research also suggest that positive environmental beliefs affect the environmental concern and ultimately such consumers are expected to be more inclined towards the purchase of green products (Kilbourne & Pickett, 2008; Knopman, Susman, & Landy, 1999) . Similarly, the results of prior research reveal that without environmental concern, consumers may not be intended towards the purchase of green products (Lee, 2009; Ling-Yee, 1997; Sinnappan & Rahman, 2011) . The current study also proposes that the effect of environmental concern on green purchase intentions depends upon the environmental beliefs held by the consumers regarding the seriousness of environmental degradation issues. Hence following hypothesis is proposed based on the above discussions: H 4 : Environmental concern mediates the relationship between environmental beliefs and green purchase intentions.
Methodology
The current study is based on the quantitative research design. Survey method was used for data collection from the respondents residing in two main cities of Pakistan i.e. Rawalpindi and Islamabad. Self-administered questionnaire was used as survey instrument to collect data from the respondents of the study. The major benefits of this survey method are less cost and minimal interference of researcher (Malhotra, 2007) . The researchers' minimal interference reduces the response bias. Convenience sampling technique was used for data collection in line with prior research studies (Konuk, Rahman, & Salo, 2015; Nguyen, Lobo, & Greenland, 2017) . Similarly, no variable in the framework necessitate a certain type of organization and work setting therefore using convenience sampling technique may not be an issue of concern. Questionnaires were distributed among 1100 respondents of Rawalpindi and Islamabad within three months duration starting from March 2017. After deleting the responses with missing values and outliers, 519 useable responses were finally used for further analysis thus yielding effective response rate of 47.11%. In order to observe the non-response bias, a statistical procedure was followed to compare the responses of sample (Armstrong & Overton, 1977) . No statistical differences were observed between the data collected related to variables of study from early respondents and late respondents which is an indication of absence of nonresponse bias. Outliers and responses with missing values were removed from the final dataset. Univariate outliers were identified by using the graphical technique in SPSS i.e. boxplot. Multivariate outliers were identified by using the Cook's distance test (Cook, 1977) . Influential records identified during Cook's distance test with values greater than threshold i.e. 1.00 (Cook & Weisberg, 1982) were deleted from the final dataset. Final sample size was in line with the directions given by several authors (Boomsma, 1983; Hair, Black, Babin, Anderson, & Tatham, 2006) . The correlation between the variables of study was found less than 0.70 (see table 2) indicat-ing the absence of multicollinearity issues (Suki, 2016) . Similarly, the value of VIF for each variable of study was found less than 3.3 which is also an indication of absence of multicollinearity issues in final dataset (Picón, Castro, & Roldán, 2014) . Normality of final dataset was assessed by observing the value of Skewness and Kurtosis. Data could be observed as extremely non-normal when the value of Skewness and Kurtosis is found greater than 2 and 7 respectively (Boomsma & Hoogland, 2001 ). For current study, both Skewness and Kurtosis were found within acceptable range i.e. ±2 (Ryu, 2011) . Data reveals that 68.7% of the respondents are male while 33.3% of the respondents are female. 53.9% respondents of the study are reported that they are married while 46.1% respondents of the study reported that they are un-married. Majority of the respondents i.e. 51.8% were master degree holder. Further, 36.5% respondents reported their age between 27 to 32 years. 33.8% respondents of the study reported their age less than 27 years while 29.7% respondents of the study reported their age greater than 32 years. Likewise, 39.7% respondents reported their working experience less than 4 years. 32.9% respondents of the study reported their working experience between 4 to 9 years while 27.4% respondents of the study reported their working experience greater than 9 years. Moreover, 52.2% respondents of the study reported their monthly salary ranged from Rs. 25,000 to Rs. 75,000. Table 1 provides the demographic characteristics of final dataset used for further analysis. Table 2 provides the means, standard deviations, correlations and reliabilities of the study variables. Environmental beliefs was significantly and positively related to environmental concern (r = .24, p < .01) and green purchase intentions (r = .12, p < .05). Furthermore, environmental concern was significantly and positively related to green purchase intentions (r = .25, p < .01). Measures All measures for current study were adopted from the prior research due to their established validity and reliability. Responses were measured on 7-Points likert scale ranging from (1) 'strongly disagree' to (7) 'strongly agree'. The value of Cronbach's alpha for all measuring scales used for current study was found greater than 0.7 which is considered to be an acceptable level (Lance, Butts, & Michels, 2006) .
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To measure environmental beliefs, seven items scale developed by Kilbourne and Pickett (2008) was adopted. Sample items include "Different types of pollution are rising to dangerous levels"; "Shortages of some important resources will occur in the near future"; "The availability of clean water will become a problem in the near future,". The Cronbach's alpha of was found to be 0.87.
To measure the environmental concern, seven items scale was used in which four items were found common and adapted from the studies of (Aman, Harun, & Hussein, 2012; LingYee, 1997 ) and further, three items were adopted from the study of Lee (2009) . Sample items include "I become angry when I think about harm being done to environment by pollution"; "When I think of the ways industries are causing pollution, I get frustrated and angry"; "I become incensed when I think about the harm being done to planet and life by pollution," and "I often think about how the environmental quality in Pakistan can be improved". The Cronbach's alpha is 0.87.
To measure the consumer green purchase intentions, three items scale was adapted from the study of Mei, Ling, and Piew (2012) . One more items was adapted from the study of Chan and Lau (2000) . Sample items include "I would consider buying those products that are environmental friendly"; "I would intend to buy those products that are environmental friendly"; "I would buy those products that are not harmful to the environment," and "I would plan to buy those products that are environmental friendly". The value of Cronbach's alpha of four items scale used for current study to measure the green purchase intentions was found .94. All statistical analysis were performed by using the Statistical Package for the Social Sciences (SPSS) Version 23 and Analysis of a Moment Structures (AMOS) Version 23. Both softwares are widely used for data analysis in social sciences research.
Exploratory Factor Analysis
Exploratory factor analysis (EFA) was used to assure the accuracy of measurement constructs and to confirm the presentence of an expected structure in observed variables (Barrett, 1972; Royne, Martinez, Oakley, & Fox, 2012) because multiple scales were found in prior research to measure the variables of study. 
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The decision whether the dataset is viable for EFA depends on the values of Kaiser-MeyerOlkin (KMO) and Bartlett's test of Sphericity. The value of KMO≥0.8 for current study i.e. 0.86 and value of p≤.05 for Bartlett's test confirmed the adequacy of sample (Zinkhan & Carlson, 1995) indicating that there exist significant correlations among the items of observed variables of study. By using the maximum likelihood extraction method augmented by Promax with Kaiser Normalization, three factors were extracted (table 3) . The loadings of all items of each observed variable is greater than minimum cutoff value i.e. 0.40 (Kucukusta, Mak, & Chan, 2013) . The total variance explained by the three-factor model was 59% with eigenvalue greater than 1.0 for each extracted factor.
Confirmatory Factor Analysis
Confirmatory factor analysis (CFA) was used to assess the validity of 3-factor measurement model comprising of environmental beliefs, environmental concern and green purchase intentions (table 4) . During CFA, all items loading for each construct was found greater than 0.5. The values of fit indices revealed good model fit for hypothesized model (χ 2 =154.51; DF=121; CFI= 0.99; SRMR=0.03; RMSEA=0.02; PClose=1.00). The value of Average Variance Extracted (AVE) and Composite Reliability for all variables of study was found greater than 0.50 and 0.70 respectively which demonstrate the sufficient convergent validity (Chen & Chang, 2012; Yap & Khong, 2006) .
Common Method Bias
The data for all variables of study was collected by using self-reported survey method. Therefore, statistical method suggested by Podsakoff, MacKenzie, Lee, and Podsakoff (2003) was used to check whether the results of measurement model are affected due to common method bias. According to this method the relationship of an "unmeasured latent factor" was created with all items of measurement model. No major difference in the values of regression coefficients (λ), AVE and CR obtained after the inclusion of Common Latent Factor "CLF" in our measurement model. Similarly, the values of CR and AVE remained greater than or equal to the minimum threshold for all constructs i.e. 0.7 and 0.5 respectively indicating the adequacy of data for further analysis (table 4) .
Hypothesis Testing Using Structure Equation Modeling (SEM)
All pre-requisite statistical tests suggested by Hair et al. (2006) exhibit the acceptable results which let the researchers to use structural equation modeling to test the proposed hypothesis of the study. Sample size was found to be adequate. Final dataset pertain no outliers and missing values. Similarly, normality, validity and multicollinearity were not an issue of concern for current study. Finally, values of fit indices revealed good model fit for conceptual model (χ 2 =188.67; DF=136; CFI=0.99; SRMR=0.04; RMSEA=0.03; PClose=1.00). The value of standardized coefficient (β) for structural path from environmental beliefs to green purchase intentions was significant and positive (β=0.11, p<0.001). Thus, H1 was supported. Similarly, the value of standardized coefficient (β) for structural path from environmental beliefs to environmental concern was significant and positive (β=0.25, p<0.001). Thus, H2 was supported. Similarly, the value of standardized coefficient (β) for structural path from environmental concern to green purchase intentions (β=0.25, p<0.001) was found positive and significant. Thus, H3 was also supported. The value of multiple squared correlations (R 2 = .07 & .06) revealed that 7% & 6% variation in green purchase intentions and environmental concern respectively. Bootstrapping technique was used to test the mediation effect through analyzing the direct and indirect effects (Shrout & Bolger, 2002) instead of using traditional method suggested by Baron and Kenny. This approach is considered more appropriate to test the mediation effects because it does not impose the assumption of normality and provides more accurate confidence intervals (Newton, Tsarenko, Ferraro, & Sands, 2015) . In bootstrapping technique, multiple samples are drawn from the dataset with replacement to apply the statistical tests. Bootstrapping technique possess high statistical power and therefore could be used for small sample size also (Zhang & Wang, 2008) . To test the mediating role of environmental concern between environmental beliefs and green purchase intentions, 2000 bootstrap samples were extracted with 95% bias-corrected confidence interval. The results revealed (Fig. 2) that the relationship between environmental beliefs (independent variable) and green purchase intentions (dependent variable) became insignificant (β = .05, p = n.s.) in presence of environmental concern. In the same line, the indirect effect of environmental beliefs on green purchase intentions was found significant i.e. = 0.03 (95% CI: 0.03 ∼ 0.11) indicating that environmental concern mediates between the environmental beliefs and green purchase intentions. Thus, H4 was fully supported. 
Discussion
The research in the field of green marketing is continuously growing to enrich the pool of knowledge with findings from different cultures and geographical regions to reduce the attitude-behavior gap. The current study was also an effort to participate in the ongoing stream of research by investigating the relationship among certain attitudinal variables such as environmental beliefs, environmental concern and green purchase intentions in an Asian context. Different statistical techniques were applied on data collected from 519 respondents to examine the proposed relationships in the conceptual model. The results of EFA revealed the presence of an expected structure in observed variables. Similarly, discriminant validity and convergent validity of constructs in the measurement model was confirmed by using CFA. The results obtained through SEM confirm the effect of environmental beliefs on environmental concern and green purchase intentions. Similarly, the results revealed the effect of environmental concern on green purchase intentions. Overall, these findings are consistent with the prior research conducted by several authors in the field of green marketing.
Although, the results proved a direct and indirect effect of environmental beliefs on green purchase intentions however direct relationship between environmental beliefs and green purchase intentions was found quite weak. These results are consistent with the findings of prior research such as Pickett-Baker and Ozaki (2008) . Other studies are also available which have highlighted environmental beliefs as a significant variable to promote green consumption behaviors (D'Souza et al., 2007; Pagiaslis & Krontalis, 2014) . The weak relationship between environmental beliefs and green purchase intentions in current study might be due to low level of environmental beliefs (mean = 2.47) demonstrated by the respondents of study. However, the inclusion of environmental concern as a mediating variable between environmental beliefs and green purchase intention in the conceptual model suddenly changed the results. The findings suggest that environmental beliefs are an antecedent of environmental concern which has significant impact on consumer green purchase intentions. The stronger role of mediating variable between environmental beliefs and green purchase intentions is in line with the directions provided by authors in prior studies (Corral-Verdugo et al., 2003; Gadenne et al., 2011) .
The results also reveal a significant correlation between environmental beliefs and environmental concern. These results are consistent with the findings of prior research (Kilbourne & Pickett, 2008) . However, few studies such as Bang et al. (2000) can also be found in literature in which a weak relationship between environmental beliefs and environmental concern has been reported. Similarly, in prior studies it was highlighted by certain authors that even consumers with high environmental concern are not practically involved in green purchases (Manaktola & Jauhari, 2007; Newton et al., 2015) . Such finding refers towards the identification of strong antecedent of environmental concern (Mostafa, 2007) . Current study has taken environmental beliefs as an antecedent of environmental concern. The results also proved significant association between environmental beliefs and environmental concern.
The findings of this research study depicts that environmental concern has a significant impact on green purchase intentions. The results are consistent with the findings of prior research in which authors have highlighted environmental concern as a significant predictor of green purchase intentions (Dunlap & Van Liere, 1978; Griskevicius et al., 2010; Pagiaslis & Krontalis, 2014) . However, few studies are also available which have reported environmental concern as a weak predictor of green purchase intentions (Bamberg, 2003; Han & Kim, 2010) . Overall, environmental concern is reported to be a strong predictor of green purchase intentions in prior research. The results of current study also support the notion that consumers with higher level of environmental concern are more likely to involve in green consumption behaviors.
Conclusion
Many organizations around the globe are in pressure to take in to account the best interest of the society and environment while developing their business strategies. Becoming green may be considered to be an expensive decision if the response of consumers is not controlled through proper communication strategies. The argument is supported by many recent studies in which the authors are continuously highlighting a gap between predicted and actual demand of the green products in the real markets (Barbarossa & Pastore, 2015; Gleim et al., 2013) . The current study was an effort to enrich the existing pool of knowledge on green marketing by exploring the mediating role of environmental concern between environmental beliefs and green purchase intentions. The conceptual model was developed based on the theory of reasoned action and tested by using the Structure Equation Modeling bootstrapping technique. The result of the current study reveals that environmental concern fully mediates the relationship between environmental beliefs and green purchase intentions. The findings suggest that primary focus of marketing activities might be on improving the environmental beliefs of consumers. It will raise the environmental concern of consumers and consequently such consumers would be more inclined towards the purchase on green products.
Managerial Implications
Several managerial implications can be inferred from the results of study. The weak relationship between environmental beliefs and green purchase intentions implies the low level of environmental beliefs. In fact, there is lack of awareness among the population regarding the environmental hazards, its antecedents and consequences. The findings suggest that comprehensive marketing programs are needed to be prepared in order to create awareness regarding the effects of environmental degradation issues on human life (Hannibal, Liu, & Vedlitz, 2016; Nath et al., 2013) so that environmental beliefs can be strengthen. The result of prior research studies reveal that residents of a specific geographical region may be aware about the environmental hazards (e.g. global warming, shortage of clean water, energy crisis) which are visible to them or effects are directly felt, whereas, some of the environmental degradation issues may be more dangerous however may not be visible to general public (Schultz et al., 2014) . Therefore, primarily, environmental awareness programs may give more attention to local environmental problems which are approaching to dangerous levels (Hannibal et al., 2016) to strengthen the environmental beliefs of general public (J. Liu et al., 2007) .
The mediating role of environmental concern between environmental beliefs and green purchase intentions requires special attention and understanding. According to prior research, consumers with higher level of environmental concern could be an attractive target market segment to serve with green products because such consumers may require less efforts to get involved in green consumption behaviors (Nath et al., 2013) . The significant relationship between environmental beliefs and environmental concern indicates that it is pre-requisite to improve the environmental beliefs in order to raise the environmental concern of consumers.
According to the results of current research study, the mean value obtained for environmental beliefs is lower as compare to other variables of the study (see table 2). These findings suggest a greater need to improve the environmental beliefs of consumers although changing environmental beliefs may take a long time in some countries (McDonald, Oates, Thyne, Timmis, & Carlile, 2015) . In this regard, marketing managers may use a combination of promotion mix strategies. Especially, effective use of social media could be very helpful in strengthening the environmental beliefs and environmental concern of population (Dagher & Itani, 2014) . Opinion leaders could also be very helpful in social media campaigns (Yu, Yu, & Chao, 2017) to grasp the attention of potential consumers towards the environmental degradation issues and the need to adopt green consumption behaviors. However, marketing managers must be careful while selecting the opinion leaders for such advertising campaigns which are developed to improve the environmental beliefs and environmental concern of population.
The findings of current research although confirm the effects of environmental beliefs and environmental concern on consumer green purchase intentions. However, according to prior research, marketing manager must also keep in mind that environmental beliefs and environmental concern of consumers might not be translated in to green purchase intentions if consumers have lack of information regarding green products (Pagiaslis & Krontalis, 2014) . Therefore, marketing managers should also focus on creating awareness of green products in the market place through print and electronic media.
Limitations and Future Research Directions
Like other studies, there were several limitations which were taken in to consideration while addressing the conceptual model of the study empirically. These limitations could be an opportunity for researchers which are interested to explore the area of green marketing. First, it should be noted that emphasis of current research was to measure and explain the variables which might influence the consumers' environmental concern and ultimately their green purchase intentions. Intentions are only considered to be the proximal of actual behavior and therefore results might be different when consumers are provided an opportunity to make a decision in real world. To overcome this gap, longitudinal studies might be helpful to observe the original behaviors of customers. Second, current study has adopted most widely used survey method in social science i.e. questionnaire for data collection. However, future studies may use alternative survey methods such as observation, focus group or experimental design in order to identify the natural behavior of customers. Such findings may be more helpful for marketing managers in developing effective green marketing strategies. Third, multiple scales were found in literature to measure the environmental beliefs and environmental concern of consumers. Future studies may focus on developing generalized scales which can be used in different countries and cultures to increase the generalizability of results. Fourth, the sample of current study may not be a true representative of whole population because of using convenience sampling technique. More biased response was expected from the respondents of study however it didn't happen in actual. The results revealed a weak relationship between environmental beliefs and green purchase intentions which demand further attention in future research studies. Researchers may identify and explore the role of other moderating and mediating variables which are hampering the direct effect of environmental beliefs on green purchase intentions. These studies could be qualitative in nature followed by quantitative techniques to provide better understanding and practical implications for marketing managers. Fifth, the low mean value of environmental beliefs may also be an issue of concern. However, future research studies may identify antecedents which could predict the environmental beliefs of public. Such studies may also focus on the ways through which marketing managers could strengthen the environmental beliefs of consumers to achieve desired goals and objectives.
